A STAR PLAYER AND THE WORLD OF GOODS: SOCCER AND CONSUMPTION IN THE PUBLIC IMAGE OF LEôNIDAS DA SILvA THE GAME AND THE GOODS
In this article we analyse the place occupied by Leônidas da Silva 1 in the advertising market and his impact on consumption patterns in the 1930s and 1940s, the period of his career as a footballer. Our aim is to investigate the forms through which, in this context, consumption and the advertising narrative capitalized on football as a way to expand purchasing habits and, in the same movement, boost the popularity of the sport, as well as the interest and mobilization surrounding it. Leônidas, a black player in an era notable for explicit racial discrimination in football and in Brazilian society in general, was considered a celebrity, a frequent presence in reports and interviews that went far beyond the limits of the sports press. 2 His habits, his humble origins, the events in his career, the polemics in which he became embroiled, the 'brilliant' displays of skill and the 'decisive' goals were constantly reported by the printed press -newspapers and magazines -and transmitted by the numerous radio broadcasters. Like other celebrities, Leônidas opened stores, starred in adverts, became the iconic face of diverse brands and lent his name to successful products, like Leônidas watches and cigarettes, and Diamante Negro (Black Diamond) chocolate, still sold today. The media's construction of his public image provides an insight into representations of the first sports celebrities in Brazil and, moreover, reveals a model of articulation between football and consumption that, conceived during this era, continues to permeate the contemporary imagination.
sociol. antropol. | rio de janeiro, v.07.03: 799 -823, december, 2017 http://dx.doi.org /10.1590 /2238-38752017v736 800 a star player and the world of goods: soccer and consumption in the public image of leônidas da silva sociol. antropol. | rio de janeiro, v.07.03: 799 -823, december, 2017 As two phenomena central to our social experience, football and consumption evidently involve complex questions and open up a variety of different paths for academic investigation. Seen separately, both possess a palpable critical mass, the literature on consumption being more international, while
Brazilian studies tend to prevail on the topic of football, partly because of the game's local importance. Consumption and related topics like fashion and advertising, for example, present a long tradition of studies beginning with Veblen (1965) , Simmel (1904) and Sombart (1967) , and followed by Lynd (1934 Lynd ( , 1936 , Barthes (2003) , Baudrillard (1993 Baudrillard ( , 1991 , Douglas & Isherwood (2004) and Sahlins (1979) , up to more recent authors like McKendrick, Brewer & Plumb (1982) , Campbell (2001 ), McCracken, (2003 and, in the Brazilian case, Rocha (1985) . 3 Studies of football, despite the existence of works discussing the sociocultural importance of the sport in different contexts and countries (Duke, 1991; Armstrong & Giulianotti, 1999; Hughson et al., 2017) , was first discussed in the Brazilian case by Freyre (1938 Freyre ( , 2010 . These studies continued with Guedes (1977) , Miceli (1978) , Araújo (1980) , Rodrigues (1982) and DaMatta (1982, 2006) and include later works by Helal (1997) , Toledo (1996 Toledo ( , 2000 Toledo ( , 2002 , Pereira (2000) and Hollanda (2004 Hollanda ( , 2010 .
In the case of both themes, the studies cited above are mostly identified with the social sciences, particularly anthropology and sociology, since myriad works have been published on the two subjects by journalists, players, novelists and others, and listing them all would extend far beyond the limits of the present article. What interests us more closely are those studies that examine the relations between football and consumption, whether focused on questions of sport as business (Damo, 2008 (Damo, , 2009 (Damo, , 2012 , or on the specific issues surrounding major sporting events (Damo, 2011; Damo & Oliven, 2014) or on the interactions between the game, the mass media and advertising narratives (Sodré, 1977; Gastaldo, 2002; Amaro, Helal, 2014; Helal et al., 2014) .
Our work here adopts a different approach since it focuses especially on the approximation between football and consumption from the viewpoint of understanding how, in the first half of the twentieth century, these two phenomena established a model of articulation through the advertising industry's recruitment of outstanding footballers, a process that saw the transformation of these players from the 'football world' into stars of the 'world of goods.' In this sense, the model first developed with Leônidas is emblematic since his fame and prestige, the idolization that he provoked and his heroism, continually and incisively expressed in the media, provide an insight into this experience of constructing sports celebrities capable of mobilizing crowds and selling all kinds of products and services, including the persistence of this same model today within much the same logical parameters.
To deepen the discussion on the articulations between football and consumption through the example of Leônidas, this article is divided into three 801 article | everardo rocha and william corbo parts. In the first our idea is to explore some of the pivotal moments in the player's career and his consecration as Brazilian soccer's biggest name and idol in the first half of the twentieth century. In the second part we debate the role of the sports press and the media in general in the construction of Leônidas's public image as a national hero and a representative of core elements of Brazilian culture. Finally, we turn our attention to analysing how the football star was transformed into a celebrity able to attract huge crowds, heavily influencing the social life of his time and working actively in the advertising market to promote stores and sell products like cigarettes, watches and chocolate.
As a cultural and collective phenomenon wrapped in symbolism, consumption gives meaning to social life and provides the codes that enable us to comprehend and act in the world in which we live (Douglas & Isherwood, 2004) .
Football, as a social drama (DaMatta, 1982) , produces -along with its draws, wins and defeats -narratives and myths capable of elaborating images of idols and legendary heroes that fill the pages of the sports press and the media in general. This article reveals some of the fundamental aspects of the emergence of a model of articulation between consumption and football that has informed purchasing practices and relations with the game to the present day. A detailed look at the history of football in Brazil reveals how, even in the first decades of the sports professionalization, the country's players appeared frequently in articles, special reports and interviews in newspapers and magazines and on the radio. The football stars of the 1930s and 1940s generated huge amounts of public interest. Idolized wherever they went, they drew large crowds and became celebrities with a strong popular appeal. Despite being a black footballer in a context of widespread racial discrimination, being polemical (or perhaps because of this) and having his attitudes continually criticized by many, Leônidas, the leading player of this generation, was the country's biggest sports celebrity, capable of acting in the sphere of consumption and boosting the sales of a range of products (Gordon, 1995) .
A STAR IN THE FOOTBALL UNIvERSE
Born in 1913, in Rio de Janeiro, Leônidas began to display his skills with the ball at his feet in the kickabouts played in the district of São Cristóvão, a suburb of the city where he lived for most of his childhood and adolescence. In 1930, before completing the age of 17, he made his debut as a soccer player at Sírio Libanês, a modest club from the city's Tijuca district. The following year, Leônidas was taken by his former trainer at Sírio, Gentil Cardoso, to Bonsucesso, which offered better conditions for him to develop his talent than at the previous club.
Despite failing to win the 1931 Rio Championship, Bonsucesso attracted considerable attention for the outstanding performance of its players, finishing seventh place in a competition that included teams of the renown of América, Bangu, Botafogo, Flamengo, Fluminense and Vasco da Gama. At Bonsucesso, 802 a star player and the world of goods: soccer and consumption in the public image of leônidas da silva sociol. antropol. | rio de janeiro, v.07.03: 799 -823, december, 2017 playing alongside other black players who would later become his team mates in the Rio squad and Brazil's national side, Leônidas's talent became clearly apparent to supporters and journalists, who boasted of the emergence of one of the best prospects for Brazilian football (Pereira, 2000) .
The year 1931 marked "definitively the name of Leônidas in the Brazilian football setting. Despite playing for the modest Bonsucesso, he would soon become known on all Brazil's football pitches" (Ribeiro, 2010: 36 (Pereira, 2000; Ribeiro, 2010) .
The enthusiasm generated by winning the title was so great that on their arrival back in Rio de Janeiro, the players were welcomed by a jubilant crowd Domingos and Leônidas, carried by the crowd at the moment they landed, were the most celebrated. Applauded with 'real enthusiasm' by the supporters lining the avenue in a display that 'was as powerful as it was spontaneous,' they attracted most of the attention and delirium of the fans. Recognized as leg itimate representatives of Brazil, they were greeted along with the other players by the head of the provisional government himself, Getúlio Vargas -who, as the delegation passed in front of the Catete palace, remained on the palace balcony waving to the champions until the parade had passed by (Pereira, 2000: 324) . (Pereira, 2000; Ribeiro, 2010) , the team was eliminated in the first match after a 1-3 loss to Spain. Scorer of Brazil's only goal, Leônidas managed to stand out amid the disastrous Brazilian campaign and showed glimpses of the football that would enchant the world four years later.
After the World Cup, Leônidas began to wear the jersey of Botafogo, the club with whom he established himself as a star by winning the Rio championship in 1935. Despite the title, Leônidas became involved in public polemics with the Botafogo directors and suffered from the strong racial prejudice, which led to the fact that, at most of the big clubs, directors and fans were opposed to the presence of black players in their sides (Gordon, 1995; Pereira, 2000; Souza, 2008; Ribeiro, 2010) . Unhappy at Botafogo and at war with the directorate, he was sold by two goals to one -a result heavily questioned by the players and the sports press due to refereeing errors (Pereira, 2000; Souza, 2008; Ribeiro, 2010) . The press would publish full-page reports, listing the criticisms made by the directors concerning the player's behaviour, and, on the other side, Leônidas's accusations against the club's agents (Ribeiro, 2010) .
The dispute with Flamengo ended in 1942 when Leônidas transferred to São Paulo, the club for which he would play until the end of his career in 1949.
In his debut appearance, a match against Corinthians, his importance to Brazilian soccer and his consolidation as a star with a huge capacity for social mobilization were clearly apparent. More than 70,000 people packed the Pacaembu stadium to watch the first game of the Black Diamond wearing the São Paulo tricolour shirt, beating the stadium's attendance record in the process (Ribeiro, 2010 1943, 1945, 1946, 1948 and 1949 . By the end of his career, though still considered the best player competing on Brazil's pitches, he was not selected by the coach Flávio Costa to dispute the 1950 World Cup held in Brazil. After the national team's tragic loss to the national team to Uruguay at the Maracanã itself, many said that had Leônidas been playing, history would have turned out differently.
Leônidas, the media and visions of paradise
Leônidas's career unfolded in the context of intense political, economic and cultural transformations in Brazilian society (Pandolfi, 1999; Fausto, 2006 incisively. In a nutshell, Getúlio Vargas sought to unify the country around a collective project and an ideology that would unify all Brazil's cultural diversity in pursuit of the development of national society and, above all, the construction of a specific national identity. In this process, State and football became closely merged, the sport transformed into one of the main propaganda elements for the Brazil project (Souza, 2008) .
At diverse moments, the alliance between State and football became clearly apparent. In 1935, for example, during the clash between clubs and organisations that advocated amateurism on one hand and professionalism on the other, the federal government intervened to create a harmonious setting and unify the separate interests into a common project. In the same year, representatives of the federal government began to closely accompany the development of football in Rio de Janeiro city, setting rules and applying penalties for clubs who breached their contracts with professional players (Pereira, 2000) .
Then in 1936, in another instance of approximation between State and football, the clubs asked the Vargas government once again to mediate between the groups, clubs and associations that were clashing over the issue of professionalism or amateurism in Brazilian football. All these events showed the involvement of the Brazilian presidency and the State's broader interest in the direction taken by Brazilian football (Pereira, 2000; Souza, 2008) .
The transition process from amateurism to professionalism was fundamental to the increase in the number of black footballers playing for the big clubs and for the Brazilian national side. The regulations introduced to professionalize soccer were also a way to "dissipate the racial prejudice and discriminations that surrounded players like Leônidas and Gradin" (Pereira, 2000: 325) .
This was an important condition for augmenting the popularity of the game and the quality of the show, and, moreover, for legitimizing the notion of a Brazil that valorised its internal differences. As Gordon (1995) emphasizes, the influx of black players into football did not end racial discrimination since the main clubs would not allow them -now treated as remunerated employees -to frequent their social areas. However, professionalization did create the space to minimize preconceptions of racial inferiority. The increasing presence of black players like Leônidas in the classic matches between the country's top clubs and in the suc-806 a star player and the world of goods: soccer and consumption in the public image of leônidas da silva sociol. antropol. | rio de janeiro, v.07.03: 799 -823, december, 2017 cesses of the national team represented the idea of a harmonious Brazil, capable of uniting distinct classes and groups around a common project.
In this movement, the sports press of the period, especially the journalist Mário Filho, campaigned hard for the professionalization of the sport and for a greater presence of black players in Brazilian soccer (Leite Lopes, 1994) . While
Leônidas was gracing the nation's pitches, the sports press was expanding at a breath-taking pace and football invaded the newspaper pages, radio programs and day-to-day conversations in the city. Since the end of the 1920s and the advent of radio, football had reached an ever-widening public that had previously lacked any access to matches, events or information on the sport. In the same period, the expansion of the specialized press was also significant. According to research conducted by the National Department of Trade, sports periodicals leapt in number from five journals in 1912 to fifty-eight in 1930 (Souza, 2008) .
Important publications emerged, like Jornal dos Sports, Rio Sportivo and Mundo
Esportivo, and the journalist Mário Filho became a prominent figure in football's development and expansion (Leite Lopes, 1994; Pereira, 2000; Souza, 2008) . For journalists like Mário Filho, Brazilian football was seen as "equal in power and art, if not superior, to the football played in both Argentina and Uruguay" (Pereira, 2000: 331) . In this context, the presence of black players, previously seen as a "shameful defect of the sport practiced in the country" (Pereira, 2000: 331) became glorified by the press as "the big differentiating factor of Brazilian football -helping decisively in the creation of a national 807 article | everardo rocha and william corbo playing style" (Pereira, 2000: 332) . particular society, at a particular moment, valorises" (França, 2014: 25) and football is a privileged space in which cultures talk about themselves (DaMatta, 1982) , the Black Diamond represented a particular contemporary interpretation of Brazil, emphasizing the positivity of mixture, which would mark a particular ideological vision of Brazilianness. As a media representation, therefore, Leônidas helped construct an image of Brazil as a harmonious fusion of opposites, capable of overcoming differences and uniting the best of diverse worlds.
This Brazilian image persists even today, mobilized in advertising narratives and the mass media, in products like soap operas, studio programs, interviews and the press in general (Rocha, 2006) .
During his career as a football player between the 1930s and 1940s, everyone wanted to talk about Leônidas; his popularity and capacity to attract crowds led to the publication of innumerable reports on his life, habits and behaviours that went far beyond soccer (Ribeiro, 2010) . Leônidas's fame traversed barriers and surprised even those who had followed his career closely. For the journalist Mário Rodrigues Filho (2010: 194-195) , the welcome given to the players who won the 1932 Rio Branco Cup illustrates the fame and idolization of the striker Leônidas, who, though still young at the time, already appeared as the biggest star of Brazilian football:
The CBD joined in with the tributes to Leônidas, everyone just wanted to know about Leônidas and Domingos. One had scored two goals, the other had not let a single ball past. The symbols of Brazilian football: Domingos and Leônidas.There was another: The extent of his fame was such that some journalists claimed that "the most famous man in Brazil was Leônidas da Silva, not Getúlio Vargas, the president of Brazil" (Ribeiro, 2010: 112) . On the team's return to the country:
The Brazilian squad would arrive in a city, the shops would close, and people would swarm into the street to carry Leônidas in triumph. The other players were inside the automobiles, the automobiles drove slowly, at funeral pace, accompanying the Leôni-das procession. And everyone thought that they were paying tribute to the Brazilian Even after a few days had passed, the euphoria of the fans had not waned. More and more people were went after the star, asking for autographs and making all kinds of requests. What became apparent was that wherever he went, Leônidas drew large crowds, especially the 'young women,' who, when they passed by the star: "Stopped, looked at Leônidas, and then carried on their way up and down the avenue, content, as though they had seen a cinema idol" (Rodrigues Filho, 2010: 212) .
Indeed the idolization of Leônidas was such that the star received a series of prizes. For example, he won a car after winning first place in a competition run by Magnólia cigarettes, the most popular cigarette of the period.
Launched in September 1937, the idea behind the competition was to choose
Rio de Janeiro's most popular soccer player. To take part, fans had to buy a pack of the cigarette brand, write the name of the player of their preference and send it to the manufacturer. In the campaign for the prize, Leônidas distributed ballot boxes throughout the city 13 and encouraged people to buy Magnólia cigarettes: "I want to make a suggestion. I think my idea's a good one. I want Flamengo's members and fans to send me just one empty pack of 'Magnólia' each week. As you know, the number of Flamengo fans is huge and a pack from each one, added up in the end, will be enough for my Chevrolet. The rest is easy." The brilliant performances of Leonidas in the games that our team played in the Old World, established him as one of the world's most perfect footballers. This fact generated exceptional enthusiasm in our country, and various stores, excited by the remarkable feat of the 'Black Diamond,' have offered him gifts, which will be delivered when he returns to Rio. Fabrica Metallurgica Brasileira, associating itself with these tributes, has just offered the Flamengo player a chrome lamp with a green porcelain 811 article | everardo rocha and william corbo spotlight, suitable for an office, which is on display in one of the windows of its store at Rua da Carioca 53. 18 The tributes presented to the star in exchange for advertising were con- In response to all these actions and the constant pressures from the brands, Leônidas ended up making some free adverts for stores and companies.
The soccer star saw no difference between giving his autograph and signing a paper for a friend asking him for this favour. As a result, he ended up lending his name to diverse adverts without requesting any kind of fee for use of his image. On one such occasion, "the entrepreneur Manoel de Brito asked Leônidas to sign a declaration saying that he only ate Peixe guava sweet. The advert was in all the newspapers, taking up at least a quarter page" (Ribeiro, 2010: 134) and the payment was a box of guava sweet for Leônidas (see next page).
At the height of his fame, Leônidas was advised by José Maria Scassa. The latter explained that giving autographs or writing messages in supporter albums or those belonging to female fans was something he could do. But signing an advert for a product was work for which he should be duly remunerated, since the companies were using his image and popularity to make large sums of money. Leônidas not only agreed with Scassa, he invited the journalist to negotiate his advertising contracts. This was the first time that a Brazilian footballer would be employed as an official garoto-propaganda, a 'poster boy,' for companies, products and services (Ribeiro, 2010) . It was probably at this moment too that the figure of the agent or entrepreneur emerged, responsible for the commercial contracts of sports celebrities. One of the first contracts signed was with Lacta, which, soon after the 1938 World Cup, decided to launch the Diamante Negro (Black Diamond) chocolate, making use of the player's nickname. Like any contemporary celebrity, in this context, the name or nickname of Leônidas was capable of selling anything, including chocolates (see page 814):
Ary Silva, present at the meeting, saw the magnate pay money for the use of Leônidas's nickname for one of his chocolates. This detail is important as it shows that use of the Diamante Negro label by the chocolate factory was made with the player's consent, even though Lacta has frequently been accused of never giving anything to Leônidas. Ary Silva does not know how much, he recalls that some spoke about 2 contos, but one thing he is certain about, he saw Leônidas receive a 'fistful' of money from the hands of the magnate. The São Paulo journalist also saw Leônidas sign a contract that would entitle him to receive a share of the sales of Diamante Negro chocolate (Ribeiro, 2010: 135 a star player and the world of goods: soccer and consumption in the public image of leônidas da silva sociol. antropol. | rio de janeiro, v.07.03: 799 -823, december, 2017 These examples reveal that in order to lure consumers, the advertising market in the 1930s and 1940s sought to associate products, stores and brands with the image of Brazil's leading sports celebrity: the striker Leônidas. From the perspective of the anthropology of consumption, we argue that goods function as both walls and bridges, since they are bearers of meaning and can be used both for inclusion in spaces and groups and for exclusion of the undesired.
Relating with each other, goods construct meanings, enable social relations and represent identities and lifestyles (Douglas & Isherwood, 2004) . In this sense, advertising acts in accordance with the logic of totemic systems -which create similarities and differences between opposing spheres -and mediate between production and consumption in order to confer meaning to goods (Rocha, 1985) .
Advertising makes use of diverse strategies: one of them involves appropriating the prestige of celebrities and associating their public images with the products offered to consumers (McCracken, 2012) , investing in a 'prestigious imitation' (Mauss, 1974) . It is this system of consumption in action that we see being deployed for the first time with soccer in the case of Leônidas.
There were countless advertisements for products, services and stores, 
